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ABSTRACT

This study will focus on the effects of humorous
advertisements in the television medium and its impact
on viewers.

Research has established to the importance of
humorous advertising 1in the business world and the
effect that it has on consumers’ consciousness.

Humor 1in advertising 1is seen as an important
factor in the purchaser’s process. Also, it is a tool
that companies use to create a positive attitude toward
the brand.

At this time, humor in commercials is the heavy
attribute that gives viewers often pleasures. However,
some current uses of humor in commercials do not
achieve this purpose.

Some commercials create a negative attitude in
viewers toward the brand, because they were made
without a deep investigation about the needs of
consumers before they were produced.

The purpose of this research is to investigate
what makes a humorous commercial successful and another
unsuccessful. It intends to give students, professors
and advertising professionals a good understanding of
how humor works and how and when it is perceived by
viewers in a positive or a negative way.

This research will provide some concepts about the

appropriate wuse of humor in commercials. These



concepts can be applied to humor relating to the
product, humor relating to the objectives of the
company, humor relating to the message, humor relating
to gender difference and humor relating to the price.

Moreover, some successful and unsuccessful
humorous advertisements were evaluated, nine successful
and four unsuccessful. These evaluations and case
studies help to understand why some advertisements fail
in the market.

The results of this investigation has established
considerable evidence that demonstrate that humor can
be an effective tool to convey the message effectively
to viewers and a medium that can lead consumers to

purchase a product (goods or services).
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Chapter I

INTRODUCTION

A. The Role of the Advertising in the Market Place

Advertising seems to be a part of human nature,
evidenced since ancient times. The need to advertise
products and services has been a widespread practice
for commerce since for centuries. Today, the health
of many businesses depends on the generation of
effective advertising.

Advertising activity can be found in various
mediums, such as, television, radio, newspaper,
magazine or direct mail. “An Advertising medium 1s any
paid means used to present an ad to its target
audience” (Arens, 12).

At this time, more companies around the world than
ever before are using the advertising activity to
promote their products and services. Advertising can be
defined as follows:

Advertising is the nonpersonal communication

of information, usually paid for and usually

persuasive in nature, about products (goods

and services) or ideas by identified sponsors

through various media. (Arens 6)

For advertising to be effective, consumers must
have confidence in it. If a product dces not live up to

its ads, dissatisfaction occurs. Any kind of deception



risks being as harmful to the advertiser as to the
buyer.

For this reason, marketers know the best way to
sell their products is to appeal to genuine consumer
needs and be honest in their advertising message.

Advertising offers many social benefits to the
company and the consumers.

It encourages the development of new products

and speeds their acceptance. It fosters

employment, gives consumers and businesses a

wider variety of product choices, and helps

keep prices down by encouraging mass
production. It stimulates healthy

competition between companies, and it raises

the overall standard of living. (Arens 66)

Unfortunately, millions of dollars in advertising
are wasted each year, because some advertising is
wrongly designed, poorly written, and badly produced.
Sometimes, these results have caused declining sales
and damage to the brand.

Some research has demonstrated that most people

detest certain commercial treatments.

Albert C. Book says: “They don’t like to be yelled
at or treated rudely. The want to be respected (Book

L [
For that reason, the creation of a good
advertising is a carefully process, in which

advertisers have to be aware of the objectives and



nature of the product, so that the message can be

communicated effectively to the consumers.

B. Utilization of Humor Creativity in the Advertising

The use of humor is a common practice in
advertising. Every year advertisers spend millions of
dollar producing ads that try to be humorous in order
to facilitate message acceptance.

‘A study by Weinger and Spotts found that 24.4% of
ads on American television contained humorous intent”

(Weinberger 1). However, the use of humor seems to be
an advantage for some companies and a disadvantage for
others.

Humor does not guarantee betters ads, but in many
cases, it can help to achieve the objectives that the

company seeks.

1. Communication Goals

The nature of the communication goal plays a major
role in the effectiveness of the use of humor.

Some of the major gcals of humor in advertising
are credibility, comprehension, making a positive

impact, persuasion, and attention.



Humor and Source Credibility

The effect of humor on source credibility can be

described as mixed. These mixed results appear to be

due a number of factors, such as the nature of the

source or nature of the humor.

else,

Advertising studies exploring source
credibility have produced a smooth
distribution of results. With three
advertising studies reporting enhanced source
credibility in humor conditions, four
indicating neutral or mixed effects, and
three indicating a negative relationship’.
(Weinberger 2)

These inconclusive studies indicate, if nothing

that humor'’s potential impact on an ad’s

credibility is an issue that should be carefully

weighed with each individual advertisement.

There are two aspects of source credibility:

Knowledgeableness and trustworthiness. Studies found

that:

While all sources in the experiment were
viewed as moderately knowledgeable, the
sources of non-humorous ads were viewed as
more knowledgeable than the humorous sources.
However, trustworthiness of a source was
demonstrated to be enhanced through the use
of one specific humor type. (2)

The type of humor will be discussed in a later in

section.



In summary, studies indicate that it is unlikely
that source credibility is consistently enhanced using
humor. The creativity team has to be aware of this

factor for the success of the commercial.

Humor and Comprehension

The comprehension of the ad by consumers 1s an
important element in effective advertising. The
message must be communicated to the consumers in the
best way possible. Humor does not always harm
comprehension, but some studies indicate that a harmful
effect may occur.

Studies have indicated that “some humorous ads do

better and some do worse than non-humorous ads on
descriptive and message comprehension and that this
differential performance was attributable to humor

type’ (Weinberger 3).

In addition, the type of product advertised also
appears to play an important role in the impact of
humor on comprehension.

For that reason, advertisers know that humor can
not be used for all products or services, because all
the products or services are not the same, and the
nature of the product or service may demand different
treatments.

The type of product is going to be examined more

deeply later in the type of product section.



Humor and Liking

Definitively humor enhances the association of a
positive identification with the source. “Studies of
teacher effectiveness have demconstrated that teachers
who incorporate humor into the classroom rate
significantly higher on character scales and are seen

as more likable than average” (2).

Humor has been viewed as an important aspect in
teacher effectiveness and the use of humor by teachers
was demonstrated to positively influence student
attitudes toward educational programs.

In advertising, a similar positive response occurs
when using humor. Humor increases both, the positive
identification with the ad and the brand. Thus, it is
appropriate to say that humor have a positive influence
on establishing a positive identification with the

product in the minds of consumers.

Humor and Persuasion

Unfortunately, humor does not appear to offer any
advantage when the goal is persuasion. “Sternthal and
Craig said that the distraction effect of humor may
lead to persuasion. However, they note that the
persuasive effect of humor is at best no greater than

that of serious appeals” (Weinberger 1).



Some studies indicate that humor appears to be
more persuasive for low involvement or feeling products
like beer, wine, etc; than high involvement or thinking
products like fashion clothes, perfume, etc. In this
way, an advertiser must know what type of product being
advertised and if it is appropriate to use humor for

this product type.

Humor and Attention

Doubtless, humor attracts attention. “Studies have

shown that 94% of advertising practitioners see humor
as an effective way to gain attention” (Weinberger 2).
Moreover, 55% of advertising research executives have
no doubt that humor is superior to non-humor in gaining
attention. This is because, people like the different,

the new, and humor fulfills this purpose.

2. Humor Type

Humor can be divided into five humor types: Comic
wit, sentimental humor, satire, sentimental comedy and
full comedy.

Some studies indicate that significant
differences exist in humor’s effects between

types. “For example, in measuring the effect of

humor on overall attention, Speak found effects

ranging from strongly positive for full comedy to



an essentially null effect for sentimental humor”
(Weinberger 2).

On the other hand, when attention is the
goal, some studies notice that all types of humor,
most of the time, an effective. In source liking,
creating a positive impressicn, analysis indicates
that sentimental humor is associated with liking
while the more aggressive satilire 1s not.

All these studies indicate that there is no
one type of humor that has a positive or negative

impact on the advertising.

3. Placement

The type of media, the context in which an ad
appears, and the degree of repetition for humorous ads
are all topics that have been studied over the past
twenty years.

The Weinberg and Guias study found that radio and
TV were the media best suited to the use of humor,
while print media were considered not well suited to
using humor.

Some research shows that in “the United State the
30.6% of radio ads are intended to be humorous, while
24 .4% of TV ads and just 9.90% of print ads have
humorous intent” (Weinberger 2).

Actually, humor in the broadcast media seems to be

more effective than humor used in print. It could be,



because in the broadcast media there are more action.
Viewers can watch movements and hear sounds. While, in
print media it can appreciate just figures.

However, the company and the advertisers will
chocse what media they going to choose, or what media
will be more effective to advertised the product or

service.

4. Audience Factors

“The majority of practitioners believe that

humorous ads are best suited to a target audience

composed of better-educated younger males” (Weinberger

2). Men appear to enjoy aggressive and sexual humor
more than women do. This differs from women, who appear
to have a better appreciation for nonsensical humor.
However, these results are changing in a changing
society.

“The gender, race, and age, other audience factors
may impact the effectiveness of humor” (Weinberger 2).

People of different cultures respond to humor
differently, due to their habits of thought and mental
attitudes. In addition, language impacts the
effectiveness of humor when language the original
language is removed jokes may not be translatable

between cultures.
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Other audience factor that may also affect humor
is the degree of conservatism of the target audience.

“Conservatism has been shown to be a predictor of
response to humor’ (Weinberger 3).

When some conservative people are exposed to
humorous advertising, they judge the humor. If they
think the ad’s humor is too liberal, they will think it
goes against their conservative thoughts.

These and other audience factors should be kept in
mind in the design of humorous ads and future humor

research.

5. Product Factors

The nature of the product or service is another
important factor for consideration.

As mentiocned before, there are two kind of
product: the low involvement or feeling products, such
as, snack foods, beer, wine, etc; and high involvement
or feeling product, such as fashion clothes, perfume,
etc.

Studies have demonstrated that humor appears to be
an effective tactic for low involvement-feeling
product. Humor does not produce credibility in the ad.
For that reason, advertisers know that the use of humor
in advertising for high involvement-feeling products
may be harmful for these kinds of products. Humor

would be more likely here to cause distrust about the
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quality that the product has and consumers won’t have
trust when they want to buy these products.

In addition, “studies have shown humorous ads are

more successful for existing products than for new
products” (1) . When people see an ad for the first
time, they want to know about the product, it quality
and benefits. But in many cases, humor does not allow

showing these details.

C. The Impact of Humorous Commercials

Television has become an important part of the

American scene. “According to A. C. Nielsen

statistics, the average American watches slightly more

than seven hours of TV a day (Book 97). This indicates

that television influence societies greatly.

Television combines sight, color, voices, music,
movement, sound, and visual effects. With all this to
offer, companies have an advantage to promote their
commercials effectively on consumers. Advertising in
television seems to be more real than print or radio
media and people are more exposed to the advertising
and can evaluate better it.

“In The United States there are about 18 major
advertiser-supported cable networks and more than 100

multiple system cable coperators. Almost one- third of
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United State homes have subscription to the cable
television systems” (Book 100).

At this time an estimated of 50,000 TV commercials
are produced in the United States each year, but
unfortunately not all these commercials have achieved
their goal of capturing the attention of consumers.

The key to most successful commercials is
creativity. For that reason, many businesses are using
the creativity with humor as a means of advertising
their products.

Dr. Steiner defines creativity in advertising as:

The ability to produce and implement new and

better solutions to any kind of a problem--to

the writing of the copy, to the problem cof

deciding where and when tc advertise, to the

problem of how to organize a company. (Book

g

A good commercial should express the creative
strategy in a highly credible manner. It should make
the viewer feel good about the company that makes the
product.

Today, Television commercials are getting funnier
than ever and advertisers have discovered how important
humor is in getting the attention of consumers.

The success of many commercials has been the

utilization of feature animals, instead of company

president and celebrities.
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Bears, dogs, pigeons, cows, a veritable

zooful of fauna occupied key roles in ten of
the 25 top television campaigns last year,

the first time in the survey’s 25 year

history that a single approach had so
dominated the list. (Fortune, 1)

One example of this is the Anheuser Busch’s ad.

Its beer “Budweiser’, produced by DDB Needham, has been

represented by croaking frogs, ants and alligators.

Three cute frogs are sgitting on lily pads,

they appear to be croaking nonsense

syllables. There is no hint of what’s going

on or who is sponsoring the ad. Toward the

end, the order of the syllables change: Bud...

Weis... Er... The camera pulls back to reveal a

Budweiser neon sign, which confirms the

sponsor. The ad runs again later in the

game, S0 people can verify the three frogs

are indeed endorsing the King of Beer.

(Finnie 1)

This ad has impact on consumer, because it is
funny. It attracts the attention on consumer, due to
the use of animals, in this case frog. The success of
this ad is due to viewers don'’t imagine to watch frogs
in television who want to get a Budweiser. This is a
creative ad, and it also has achieved its purpose
effectively, attract the attention on consumers and

make it memorable.

“They had impacts, says David Vadehra, president
of Video Storyvboard test, because of their sheer

simplicity"” (Finnie 2).



14

Anheuser Busch does not need to tell people about
the product, because they are familiar with it.
Anheuser Busch simply need to remind consumers, in a
creativity and original way, that it is, in the words
of the company’ slogan, the King of Beers.

In addition, a recently produced Taco Bell ads can
be appreciated. Their originality and creativity use
of Chihuahua and the use of a foreign language has
impacted all USA viewers.

“A bug-eyed little dog passes up treats and a

possible fling with a trembling little female of the

species, all in his search for Taco Bell  (Advertising

Age, 8). Toward the end, the Chihuahua finally finds a
guy who is sitting eating a taco. The dog looks at him
deeply and suddenly says ‘Yo quiero Taco Bell’.

This ad, as the Anheuser Bush’ ad, has been
positioned on consumers’ minds in a positive way. Its
little Chihuahua appeals to consumers. The use of

foreign language makes viewers repeat the phrase ‘Yo
quiero Taco Bell” over and over again making it

memorable.

Also, this ad has positioned Taco Bell on the
preference list of fast food. It alsoc has brought a
cool image, an accomplishment in itself.

Lee Clow, Chief creative officer of TBA Chiat and

father of the Energizer bunny says: “Today we have to
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entertain and not just sell, because if you try to sell

directly and come off as boring or obnoxious, people

are going to press the remote on you (Robinson, 2).

As mentioned before, not all commercials are
successful. 2An example of an unsuccessful ad is the
Miller Lite ad.

This commercial has gone too far and has become

imprehensible to consumers. ‘These ads feature

strikingly strange episodes that include cowboys
singing about urination, and an old barfly losing his
dentures as he tries to flip nuts into his mouth, and
the previously cited armpit scene” (Robinson 2).

Unlike the simple and accessible Budweiser spots,
these ads are mixed and insular, and sometimes they
associate the beer with repulsive images.

The Miller ad, along with those of Budweiser and
Taco Bell are all examples of humor in advertising.
The styles and types of impact of the humor in each
have been different between them. In this way the use
of humor has been useful for Anheuser and Bush and

harmful for Miller Lite.

D. Kevs elements th make an adverti nt funn

There are many elements that make an advertisement

funny, such as surreal images, absurdity, talking
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animals, witty use of language, and cartoons, among
others.

These elements are applied according to the type
of commercial or the type of product and service.

The purpose of these elements is to attract the
attention of consumers and make the advertisement
memorable. Also by using these elements, the advertiser
creates a positive attitude toward the brand and toward
the product.

It can be appreciated that many companies are
using animals in their advertising to promote their
products. Dogs, frogs, lizards and cats, are the most
popular animals. Also, the use of foreign language 1in
some advertisements can be valuable.

The native language of people in The United State
of America is English. For that reason a foreign
language actually has a massive impact on consumers.
Also the combination of foreign language with animals
create a great effect on consumers, as is the case of
Taco Bell advertisement.

The language and the use of animals will be

discussed later in the third chapter of this research.

E. Purpose of the Project

The purpose of this culminating project is to

better understand what makes humor in television



advertising more or less effective on consumers’
consciousness.

It will attempt to accomplish many of principles
of advertising from up to date books and articles
pertaining to the subject of the study. Also it will
examine studies realized about the impact that big
companies have had by using humor in advertising.

The project developed will be useful to
advertisers who want incorporate these ideas into new
humorous commercials and students who want to know

deeply about this subject.

17



Chapter II

LITERATURE REVIEW

This chapter contains all the sources of
information researched for the culminating project,
including books, articles in magazines, and newspapers.

Although, some of these sources of information
were not completely related to the Impact of Humorous
Creativity in Television Advertising, they contain
useful information pertaining to the subject that

supported effectively the findings of this study.

Books

The boock, Emotion in Advertising, written by
Stuart J. Agres, Julie A. Edell and Tony M. Subitsky
has good information pertaining to the subject of
study.

The principal topic of this book, which is related
to the finding, discusses a variety of approaches to
studying the relationship between emotion and
advertising.

Is important to know how consumers process the
brand information communicated in an advertising.
Robert Zajonc concluded that “affect and cognition
influence each other in numerous ways, and that both
effects are important in understanding how people

respond to stimuli in the world” (xiii).

18
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Humor 1is a practice that many advertisers are
using to put emotion in their advertising. “Those
commercials in which humor predominated achieved above
average recall without simultaneously achieving high
persuasion scores’ (15).

Another important topic that this book examines is
some structural aspects of the advertisement and how
they relate to emotional response. Also it examine how
the emotional reactions of the advertising affects
consumer behavior.

The book, The language of Television Advertising,
discusses the language of American advertising,
focusing for the most part on Television advertising.

The author Michael L. Geils provides an examination
about the responsibilities that advertisers have in the
creation of any advertising. He says in this study
“advertisers should be held responsible not only for
what their advertisements assert and entail but also
for what they imply”(xii).

The author discuss how consumers interpret claims
employing such logically weak words as the quantifier
“many”; modal verbs like “may”, “can” and ‘could’; and the
verb “help”.

In addition this book examines the ability of

young children to cope with television advertising.
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Finally, an important point that this book
discusses and that is related to the topic of study is
how advertisers use language and how this usage is
understood by consumers. It examines the special
properties of television advertising and discusses the
qguestion of truth in advertising and the role of
language in persuasion.

Advertising Management by David A. Aaker and John
G. Myers, is a book for users and potential users, as
well as for those who are preparing for a career 1n
advertising. This book also has been used as the basis
for training in at least two of the top ten advertising
agencies in the world.

Advertising Management provides an approach to the

management of advertising. It contains theories,
concepts, and research findings from psychology to help
understand and manage the process. It attempts to
integrate three related disciplines such as behavioral
sclence, marketing and advertising research, and
management science.

Basically advertising is communication and
persuasion. For that reason it is very important that
advertisers know how consumers perceive the message the
advertising contains.

‘For the message to be important enough to
process, the involved purchase decision needs to be

important or interesting” (252).
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This book attempts to thoroughly information
processing and attitude change.

What happens to information once it gets through
the perceptual filter? How is it processed? And how
does it influence attitudes and behavior? These are
topics the bock discusses which are related to the
subject of study.

Another source of information found was the book
Advertising-Creative communication with consumers by
Harry Walker Hepner.

This book offers to advertisers and students a
better understanding about the benefits of creativity
in advertising.

It is very important to understand that when
advertising is effective the consumer is stimulated to

consider the product when making the purchase. ‘He

also may be conditioned by means of pleasant imagery in
the advertisement to be favorably disposed toward the
purchase of the product when the need for purchase

arises in the future" (4).

This book attempt to carry out some
recommendations on this topic.

The book How to hold your audience with humor by
Gene Perret is a guide to discuss the importance of
humor in the advertising message.

Some advertisers feel fear when using humor in

their work, because they think it might be a harmful
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element. However, laughter has much more positive value
potential than negative.

The purpose of humor 1s to enhance the message and
to get people to listen to it more attentively and
remember it much longer. This book examines this issue
and talks about how humor is used effectively to convey
a message.

Humor 1s an excellent match between a speaker and

his audience. The author of this book says: “A short

joke, a guick laugh, can break the ice between you and
the sea of strangers” (25).

At this time there are many advertisements that
offend the audience and make viewers reject it and
dislike the products that the companies are selling.
This book discusses this point and tells what forms of
humor are dangerous for the advertising.

Another important book that contained useful
information was Creating Effective TV Commercials by
Huntley Balwin.

The message a company wants to communicate in a
commercial has to be transmitted in the best possible
way, without distortion and avoiding misunderstanding.
For that reason, it is important to know how a
commercial 1s created and what the steps are that

advertisers should follow.
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This book describes the process of creating
advertising ideas and translating them into a
commercial.

Also, this book is designed for anyone who works
in marketing and advertising and wants to better
understand how commercials are created, how they work
and why they take so long and cost so much to make.

The primary purpose of the book, The Radio &
Television Commercial by Albert Book, Norman Cary and
Stanley Tannenbaum, 1s to help develop effective radio
and television advertising.

This book examines and analyzes the techniques of
current radio and television commercials format. Also
it offers to the makers and advertisers guides to
produce and design effective commercials messages.
Further, it helps to reduce the number of failures in
the elaboration of commercials.

Another important topic that this book refers to
and supports effectively is the need for creativity ad
an important part the success of any commercial.

Humor is a tactic that many companies are using.
This book explores this usage, and shows how sometimes
the use of humor can be harmful for commercials and, in
the other hand, how it can be a good strategy for
success.

Finally, the authors talk about what is a good

commercial, how to create a commercial, how to develop
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the idea, choosing the format and what structure, style
and technigue it is going to have.

Another book reviewed was Contemporary Advertising
by William F. Arens.

The purpose of this book is to present advertising
as it is actually practiced. It provides good examples
of commercials and campaigns and provides examples of
some of the best commercials in the business from the
last three years.

Is important to know how commercials are produced
and what is required be successful when applying one
approach cor another. This book contains a special
section that describes how a print ad and TV commercial

were produced from beginning to the end.

Magazine

The article called “The Impact of Humor in

Advertising” from the magazine Journal of Advertising

discusses how the use of humor has become a common
practice in advertising at the present.
Marc G. Weinberger and Charles S. Guias,
authors of this articles, say:
Humor 1is by no means a guarantee of better
ads, buts its effect can be enhanced with
careful consideration of the objectives one

seeks to achieve as well as the audience,
situation, and type of humor. (1)
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The preceding discussion make it clear that humor
is a diverse concept that is affected by a variety of
factors.

This article examines what communication goals are
most likely to be achieved through the use of humor.
What message factors are probably going to affect the
outcome? It raises important questions that should be
considered, For what audience 1is humor most
appropriate? and what product factors suggest the use
or non use of a humorous approach?

This article proposes several findings about the
use of humor. They are:

1. Humor attracts attention.

2. Humor does not harm comprehension of the message.

3. Humor does not appear to offer an advantage over
non-humor 1in increasing persuasion

4 . Humor does not enhance source credibility of the
message.

5. Humor enhances liking of the commercial.

In conclusion, the articles examine the importance
to understand that humor can be appropriate and
effective in some situations and not in others. Also
this review tries to remove some of the doubts about
the use of humor in advertising.

One of the most popular advertisements of 1995 was

the advertising of Anheuser Busch.
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The article “Frogs - a breakthrough campaign for

Anheuser and Busch” from the St. Louis Business Journal
magazine talk about this ad and the impact that it has
had on consumers.

Budweiser advertisements have been one of the most
attractive advertising in this year. Its use of ants,
frogs and lizards has made consumers take a liking for
the product and for the brand.

William Finnie, author of this article, “asked
advertising and other marketing people for their
thoughts on why “Frogs”was so effective and their
responses are fascinating”. (1)

The Anheuser Busch Frog ad was an excellent
example of how advertising can affect the behavior and
the consumer’s purchasing.

The Article “Creativity in advertising” from the

magazine Journal of Advertising talks about the

importance of using creativity in advertising.

The author of this article, George M. Zinkhan
says, ‘The key feature of successful advertising
involves thinking up (dreaming up) new ways to present
selling propositions” (1).

The original and unigque selling proposition is
well perceived by the viewer. Viewers like to see
something that they never have seen before, something

new and something that attracts their attention. For
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that reason, creativity is crucial for marketing
decisicns and planning.

This article talks about creativity and other
topics that are related to the subject of the project.

Another article found was “Frogs, Bears, and
Orgasms” written by Edward A. Robin in Fortune

Magazine.

This article explores how television commercials
are getting sillier than ever and how important humor
is in getting the attention of the consumers.

Also this article shows some examples of up to
date commercials in the United States and how these
companies have achieved an impact on consumers.

An important part of this article that relates to
our main subject of humor is the utilization of
featuring animals in advertising.

Today more companies are using animals in the
commercials instead of company presidents and
celebrities to gain the attention on consumers. ‘A
veritable zooful of fauna occupied key roles in ten of
the 25 top television campaigns last year” (1).

Advertisers know that, at this time, they have to
entertain and not just sell.

The experts say: “Companies should constantly
redefine their image in the marketplace to keep up with

shifting consumer attitudes” (3).
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This article was for most part, a great help to
develop the subject of study.

The article “Generation X on behalf of the VW
Golf” by Bob Garfield from Advertising Age talks about

the best commercials for 1997.
This article shows that actually simplicity is
much more attractive than 1,000 words of a copy.

To do a good humor commercial advertisers do not
need to add a lot of dialogue to do it more
effectively. This article examines a good example of
this minimal verbage technique.

The approach can be appreciated in the VW Golf
commercial in which there is no dialogue.

This is an expressive and understandable ad. Two
guys are simply driving around in a new Golf and
enjoying each others company.

Lance Jensen from Arnold Communications explain:

“These two guys, they maybe just graduated
from college. They’ve got maybe nothing
going on, prcbably partied pretty heavily the
night before, and Sunday they are just
enjoying each other’s company, yocu know?

It’s that age when you have time to do
nothing”. (S1)

This ad has been successful, because it
focused on a yvoung man target and showed things

that guys usually do in their free time.
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The highest computer technoclogy in this spot
resides in the engine of the car being advertised.

Alan Pafenbach, Exec VP-Creative Director at
Arnold Communications, Boston says: “It’s better to
say less and do less and let people fill in the blanks”
(S1) .

In this way, this article contained good
information about the subject of study.

‘Give me more commercials” is another article

found. This article was from Forbes Magazine and

written by Nina Munk.
When people watch television most go to the
kitchen during commercial breaks while others do not.
This article talks about the opinion of Nina Munk,
a woman who loves to stay in her seat during commercial
breaks and watch good advertisements, especially the

Volkswagen ad. She says: “I love this ad. I wonder
if I'm mad. If I am, I have company’ (1).

This article helped to develop the subject of
study and an opinion what consumers think about
humorous commercials.

The article “It’s funny how humor can convey a

serious message” from Nation’s Restaurant News

Magazine, shows three examples of companies that used

humor in their advertising.
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This article discusses how the use of humor can be
harmful for a product if it is used exaggeratedly or it
interferes with the message of the company.

This article discussed how Little Caesars
concentrated too much on style and humor and not enough
on the product.

Also in this article the Taco Time and Quizno’s
spots show that humor can convey a serious product
message very effectively.

Another example of simplicity was found in the
article called “Taco Bell‘s odd little pooch” from the
Advertising Age. It shows how the ad’ utilization of a
iittle Chihuahua dog exemplifies the interest of the
American people in seeing this kind of commercial. The
creative element of using a foreign language helped
reinforce the ad’s unique and playful tone.

Finally, another source was “The sponsored life,
ad, TV and American culture” by Leslie Savan.

This book is based on eight years of columns and
articles that the author wrote about the role of
advertising in American culture.

“about all Americans see approximately 100 TV
commercials a day. And, about 16000 ads flicker across
and individual’s consciousness daily” (1).

Advertising affects every level of society. It

affects consumer’ behavior, purchases and attitudes.
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of the target audience that the advertising wants to
attract.

For some people, humor could be responded to as
funny and for others, the same ad could be taken as
silly. The attitude associated with the former 1is
positive, but with the latter, the attitude 1is
negacive. If the advertisement does not create a
positive linkage between consumers and the brand, they
will prefer to choose other products instead of the

advertised one.

A. Humorous advertisements evaluated in the IV chapter

Chapter IV shows some current successful and
unsuccessful advertisements presented in the television
medium.

We are now 1in a position to appreciate the impact
and effectiveness that some of these have had on
consumers. For example, the Anheuser Busch, Budlight,
Jeep, Sony Handicam, Puppy Chow, PETCO, and Hershey'’s
advertisements all use humor well.

As mentioned before, these advertisements have had
success, because they do not ovVerpower the
advertisement. They used the humor as a tool to convey
the message better to consumers and created a positive

attitude toward the brand.
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In addition, they always keep their message
objective present and effectively communicated these
objectives.

Moreover, these advertisements used strategies to
make the advertising more attractive and effective,
such as the use of talking animals and surreal images.
By these humorous tactics the advertisers complemented
the advertisements’ message and made them more
agreeable to consumers.

On the other hand, we are also in a position to
appreciate the reasons for unsuccessful advertisements,
as the cases of Snapple juice, Lee Bunganeer Jean and
AUTO MART.

Unfortunately, these advertisements were not well
planned or implemented, consumers needs were not
effectively addressed.

AUTO MART for example, preferred to imitate the
successful Taco Bell advertisement, instead of using
its own creativity. This created confusion rather than
imprinting a clear message and association in many
viewers.

Snapple Juice used strange episodes that resulted
in a negative attitude by consumers, because consumers
associate these juices with corny situations.

And Lee Bunganeer Jean used an episode that was

irrelevant to the message.
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The creation of advertising is not easy. It needs
deep research to know the needs of consumers, among
other aspects.

The following guidelines may be useful to make
advertisements more effective on consumers:

1. Never overpower the advertisement with humor.

2. Keep the objectives of the company present.

3. Do not use irrelevant episodes.

4. Know the target market perfectly. Their needs and
their gender.

5. Consider the characteristics of the product.

6. Do not imitate other companies’ ads.

7. Do not use insult humor or humor that is offensive

to morals of the people.

B. Limitations or weaknesses

I encountered some limitations in developing and
elaborating this culmination project.

One of these limitations was the lack of sources
sbout the theme of humor in television advertising.
Most of the sources found were related to other aspects
of humor; for example, humor in speech, humor in
consumer behavior, etc.

I didn‘t find specific books that were related to
the subject of study. However, the sources found were
applied and adapted to the humor in television

advertising satisfactorily.
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To do this project I had to visit different public
and university libraries. Scme of these libraries had
not enough sources relating to the subject of study.
Also, some universities did not lend books to students
of other universities. Thus, I was limited in my access
to information.

Ancother limitation was the lack of time. I didn’t
have enough time to develcop this culminating project
more deeply. In my case, 1 had to finish this
culminating project in a limited time, because I am a
foreign student and I had to go back to my country.
However, this project does contain useful information
about humor in television advertising that can be used

effectively for any other investigation.

C. Suggestions for future research

As a result of this investigation, I suggest the
following topics that could be good themes for future
research.

The impact of humor in Radio and Print media is a
topic that can help companies to achieve advertising
campaigns that are more effective and attractive to
consumers.

I suggest these themes because 1t 1s still the
case that some people do not watch television. One
case cculd be due to people who work hard and they do

not have time to watch television. Other case could be
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people that do not watch too much television. Other
television watchers simply mute the sound when
commercials appear.

In these cases, the effort of the advertisement is
lost.

Some people prefer listening to the radio rather
than watching television. For example, when people go
to their work or they are at home, they usually turn
the radio on to be informed about the latest current
events of the country, such as economy, international
conflicts, movie reviews, cultural exhibits, sales of
products or just to listen to music.

The same is true of the print media. Some people
are more interested in reading newspapers and magazines
rather than watching television or listening to radio.

In this way, depending of the service or product,
the company evaluates what medium is more effective to
attract consumers or what medium reaches more
consumers.

Also 1if the company wants a combination of media,
they can choose which are the best for the product.

I recommend extending this research and evaluating
the following aspects in radio and print media that
could be an additional help for advertisers, students,

and professors.
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1. A further investigation to find out which product is
better suited for advertising in radio and print
media.

2. An evaluation to conclude if humor is effective in
radio and print media.

3. An evaluation that finds out what type of person is
influenced by radioc and print media.

These recommendations mentioned above, among others
could be useful for a next research that would
complement this thesis.

The print and radio media were not included in this
research, because this thesis was addressed only to

television medium.

D. Conclusion

This thesis was developed to give students,
professors, and advertising professionals a complete
understanding about the effect of humor in television
advertising and its impact on consumers’ consciousness.

A  humorous advertisement has to be created
according to the type of product being promoted and the
message objectives of the company.

The use of humor i1s not recommended for all types
of products (goods or services). In some products, it
may be an excellent tool to convey the message

effectively to consumers. However in other cases,
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humor can be a harmful strategy for promoting the
product advertised.

To create a positive attitude toward the brand is
a process that involves many investigations. To satisfy
the needs of consumers in a creative way can secure the
success of the advertisement and the loyalty of those
who watch them.

Today, those humorous commercials that are not
prepared to give consumers good entertainment wvalue,
and at the same time, to satisfy their needs, must find
out what 1s the key to success for their product in the
world of the advertisement and apply this key to its

commercials.



Appendix A

Videotape

Enclosed to this Culminating Project, is a
videotape that contains current humorous commercials,
some successful and some unsuccessful, presented in

television medium.
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